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As the constant progress of science and technology and development of economy, 
globalization of information networks and market makes the competition among 
enterprises more fiercely. The customer needs and preferences are constantly 
changing, and the requirement of the quality of products and services becomes higher 
and higher. The life cycle of product becomes shorter and shorter. Enterprises should 
accelerate the speed of product development to meet the constantly changing 
requirement of customers. As the uncertainty of market increases, the distortion of 
demand information will amplify as moving upstream in the supply chain which leads 
enterprises to face tremendous pressure. Because of the constraints of own resources 
and capacity, companies must seek for outside resources, which make companies form 
supply chain through self-organization. The form of competition is no longer a 
competition between enterprises but the supply chain competition. However, there is 
no clear answer to the question which is how synergic management improves the 
competitiveness of the whole supply chain and enterprises on supply chain. This paper 
tries to solve the problem which is how synergic management affects the value 
creation drivers of upstream and downstream business and creates value for upstream 
and downstream business and the whole supply chain. 
This paper first analyzes the specific value creation drivers of upstream and 
downstream business, and then discusses the role of trust play on synergic 
management of supply chain. Then explains how the five channels, that is, customer 
relationship management, supplier involved in the design, business process 
optimization, supplier management and information sharing affect the value creation 
drivers of upstream and downstream business. Finally, take Haier Group for example, 
explains how synergic management affects the value creation drivers of upstream and 
downstream business. 
The main contributions of this paper are: First, a detailed analysis of the value 
creation drivers of upstream and downstream business are given from a supply chain 
perspective. It makes enterprises can find out the value creation drivers through 
judgment of whether it is upstream or downstream business. Second, the paper 















Third, through studying on how the five channels of synergic management affect the 
value creation drivers of upstream and downstream business, combined with the 
specific circumstances of enterprises on supply chain implementing supply chain 
synergic management, this paper point out how to build trust and implement supply 
chain synergic management in upstream and downstream business, and how to create 
value for upstream and downstream enterprises through supply chain synergic 
management. Fourth, by the analysis of Haier Group, this paper finds that the reason 
why the Haier Group creates significant value is that through supply chain synergic 
management. It speeds up the technological innovation of enterprises, improve 
customer satisfaction and loyalty, integrate business processes and improve supply 
chain responsiveness. All these factors are the drivers of value creation, so the Haier 
Group creates value for its own and its upstream and downstream enterprises through 
supply chain synergic management. 
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